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Abstract: The paper introduces a design tool, ‘Financial Well-being Canvas’ that is
developed to help conceptualize, evaluate, and identify opportunities to create holistic
financial well-being service offerings for various ‘life stages’ of users. The paper
includes a survey and value mapping of existing product offerings and finance and
fintech offers with a focus on interaction style, user approach, and role/character of
the service. Taking these insights, the Canvas is designed with the concept of financial
well-being at the forefront, specifically in understanding how banks can be present at
certain life moments for users to achieve it. The Canvas touches upon three
dimensions: modality, degree of service and timing (life moments). The paper
exemplifies usefulness of the Canvas through two examples: as an evaluation tool of
existing offerings, and as an ideation tool of new holistic services.
Keywords: human-product interaction; life stages; user-centered design; design tool

1. Introduction
Conventional services offered by the financial industry have been mostly focused on
providing efficient transactional experiences that are ‘passive’ with relevant to user
engagement. However, with the adoption of emerging technologies in artificial intelligence,
such as semantic understanding, predictive analytics, and contextual/pervasive sensing, we
can envision ‘active banking’ services that can actively engage with users to support,
educate, and guide with financial decisions through various life-moments.
The main contribution of this paper is the introduction of ‘Financial Well-being Canvas’, a
design tool that can help identify and develop comprehensive financial service offerings to
support financial well-being of users across their life-span. The Canvas touches upon three
dimensions: modality, degree of service and timing (life stages). One of the most important
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parts of the canvas is the inclusion of ‘Life Stages’, which are moments (events, activities,
etc) in life that bring significant disruption to their financial status.
In this paper, we will present the survey work performed on 35 selected financial offerings in
the market, and how the insights from mapping of these examples across 8 attributes (user
focus, purpose, intended usage, personality, goal, approach, attitude and identity) revealed
three important aspects of the Canvas (timing, modality, degree of service). Following the
introduction of the Canvas, we will exemplify the usefulness of the proposed tool: 1) as an
evaluating tool to identify possible opportunities in the existing market to create a holistic
service experience that support all aspects of financial well-being, and 2) as a generative tool
to design user and context-specific financial services.

2. Related work
2.1 Financial well-being
The concept of well-being has always related to different aspects of human existence, and
its definition has always been complex. According to Van Praag et al. (2003), personal wellbeing should involve subjective satisfactions in terms of job, finance, health, leisure, housing
and environment. Specifically, financial well-being refers to a person's perception to meet
personal needs, feeling of being safe, comfortable and satisfied with personal income (Taft
et al., 2013), so that a person can “sustain current and anticipated desired living standards
and [achieve] financial freedom” (E.C. Brüggen et al., 2017). Studies done by researchers
show that lack of financial well-being (in college students) may end up negatively affecting
their psychological well-being, their interpersonal and family relationships, and their chances
of making a successful transition into adulthood (Shim et al., 2009). Learning the skills to
achieve and manage financial well-being from early stages of life is important as this learned
behavior will influence their future relationship with finance.
One of the key components of financial well-being is financial Literacy (Bilal & Zulfiqar,
2016). Organization for Economic Cooperation and Development (OECD) defines education
for financial literacy as “the process by which financial consumers/investors improve their
understanding of financial products, concepts and risks and, through information,
instruction and/or objective advice, develop the skills and confidence to become more
aware of financial risks and opportunities, to make informed choices, to know where to go
for help, and to take other effective actions to improve their financial well-being”(OECD,
2005). Several research have highlighted the importance of financial literacy, and the
consequences on personal well-being that this can have such as mental health (Taft et. al.,
2013).
However, despite being a main component, it is not possible to achieve financial well-being
by only focusing on improving financial literacy. The topic of financial well-being needs to be
approached from a more holistic view to have lasting impact that addresses needs arising
from various life moments (Lusardi & Mitchell, 2009), as well as needs to be approached
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subjectively to include personal characteristics, financial behaviors and their attitude toward
risk, as individuals may have different assessment of their financial well-being based on their
life stages (Bruggen et al, 2017).

2.3 Designing for financial well-being: Design tools and methods
With the introduction of new AI technologies, changing industry regulations, and evolving
customer needs, banks can not apply traditional thinking anymore to stay relevant in the
industry (Vertelli et al., 2013). Design Thinking and Human-Centric Design approaches are
being widely used to design user-centered services across industries (Liedtka, 2014). By
placing the user’s needs in the forefront, Design Thinking approach in service design can
help transaction-based industries such as banking and insurance to adopt an empathic view
of their users to create user-centric experiences.
One of the important aspects of Design Thinking is the involvement of collaborative methods
and tools, which are fundamental to support multi-disciplinary teams in solving complex
problems. Tools can be described as given models that follow a specific structure or are built
on templates, while methods are the procedures to be followed to accomplish the project
goal (Stickdorn et al., 2018). Thus, we can see tools as “what” we use in a design process,
while methods are “how” we use tools to reach a specific goal. Design tools can also
facilitate the co-creation process with stakeholders and non-designers to generate clearly
distinguishable financial offer concepts and UX (Scarpellini & Lim, 2020). Furthermore, tools
can be used to adopt a broader perspective, balance the requirements and visualize the
system's complexity. Thus, selecting the right tools and methods is a fundamental aspect of
the creation process, as it influences the decision making and communication between the
members of multidisciplinary teams (Chasanidou et al., 2014).
However, according to Vertelli et al. (2016) a multi-disciplinary and collaborative approach
to bring different expertise is rarely utilized in banking institutions when designing new
financial services. Efforts in bringing human-centered design to design user-focused banking
services are being done by design consultancies such as IDEO and Frog. While examples of
services developed from such activities are well documented in their respective websites,
these proposed services seemed to provide targeted solutions for specific demographics and
user groups rather than a holistic approach to improve financial well-being that address all
life-stages (Sneller, 2019; IDEO, 2014; Zemanek, 2021). Unfortunately, related design
literature for this specific topic is scarce. There is a lack of relevant tools, approaches, or
methodologies regarding these topics.
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3. Survey of financial well-being offerings
3.1 Survey method
In order to understand the current service offering landscape of financial (fintech) products,
we conducted a survey and analysis of 35 selected cases. These examples were selected
based on its core features, which ranged from services that provide one-on-one advice,
transactional service (money transfers), bills and subscription management, savings and
investment management, financial education and coaching, and financial planning (Figure 1).

Figure 1. Clustering of 35 financial offering case examples based on types of service. Individual
offerings are highlighted in green, and corporate offerings are in pink. Most of the financial
education, coaching, and advising services are offered as part of corporate wellness plans.

We identified eight different attributes (user focus, purpose, intended usage, personality,
goal, approach, attitude and identity) that we found to be important aspects in the design of
financial services. Two points within the range of each attribute were further defined, and
these were organized into four different relational explorations. 35 cases were mapped onto
each relational map.
Map 1: User Focus x Purpose
How does the scale of the intended target group affect the specificity of the solution’s
intervention area?
•
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User Focus: Is the solution designed for individuals (individuals) or for many
people (collective)?
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•

Purpose: Does the solution take into consideration multiple financial aspects
(holistic) or focus on one aspect (specific)?

Map 2: Intended Usage x Personality
How does the intended usage correlate to the role it creates with users?
•
•

Intended Usage: Is the solution used often to access financial services
(constant), or used occasionally only when needed (sporadic)?
Personality: Does the solution position itself as knowledgeable in the field
and offers informed guidance to the user (expert), or act as a companion to
the user to help them achieve the best results (peer).

Map 3: Goal x Approach
How does the solutions’ approach influence the means taken to execute it?
•
•

Goal: Does the solution provide information for users to reach their set goals
(inform), or automatically perform tasks to reach user’s goals (perform)?
Approach: Does the solution focus on user’s finances first (operative), or
centers its offerings more on the user’s well-being (empathetic)

Map 4: Attitude x Identity
How does the company’s identity affect the style of interaction with its customers?
•
•

Attitude: Does the solution take an assertive role in user engagement
(proactive) or takes a more indirect role (passive).
Identity: Is the solution’s primary offering designed around a strong value
core to their mission (value-based), or designed from solving a user’s need
(solution-based)

3.2 Survey findings and insights
When considering the dimensions of User Focus and Purpose (Figure 1), mapping showed a
cluster of corporate offerings towards the ‘holistic’ end of the Purpose attribute. These
corporate offerings are provided as part of employee wellness programs, and they tend to
cover multiple financial aspects such as investigating personal behaviours and relationship
with money. For example, Learnlux (#26) and Aduro (#31), address several matters related
to finance, including cash-flow management, retirement planning and benefits decision help.
On the other hand, most consumer-facing financial offerings focus on contextual-specific
financial issues such as managing billing expenses (NeN, #1), or managing digital
subscriptions (Truebill, #22). As highlighted in the cross-hatched area, many consumer-facing
financial services were placed in the middle zone, being neither specific nor holistic in terms
of financial offerings.

5

Yihyun Lim, Emanuele Gandini

Figure 2. Map 1: User Focus (Individual/Collective) x Purpose (Holistic/Specific)

Figure 3. Map 2: Intended Usage (Constant/Sporadic) x Personality (Expert/Peer)

Map 2 (Figure 3) highlights that consumer-facing financial offerings positioned as financial
experts are designed for more sporadic usage and used with intentions, whereas services
that have a peer-like personality are designed to be used more frequently. For instance,
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Nude, #7, a digital service designed to support younger generations with buying their first
house, position itself as a financial expert by giving explicit behavioral instructions and
providing financial knowledge related to the real estate market. The service targets a specific
user group who needs such services, and therefore would be used on intentional and
targeted instances. On the other hand, Curve, #11, a digital credit card aggregator, provides
information related to personal transactions and supports users with their everyday banking
activities.
Furthermore, the analysis from Insight Map 3 (Figure 4) highlighted that many of the
financial education-focused offerings take an empathetic approach by putting the user at
the forefront while services that focus on automatizing certain processes (payments,
subscriptions, transfers) are operative and transactional (less on the empathetic side). As an
example, GotZoom (#33) is a service designed to minimize the burden of employees’ federal
student loans by creating ad hoc programs leveraging user’s profile, status and student loan
history. Through the service, people are educated on the most appropriate financial choices
to make in order to reduce their monthly payments, achieve faster payoff, and loan
forgiveness. On the contrary, N26 (#2) offers a feature called “Spaces”, which enables the
system to automatically move money into personal saving sub-accounts, according to
modalities decided by the user. In this case, the user’s profile is irrelevant for the mechanics
of the feature.

Figure 4. Map 3: Approach (Operative/Empathetic) x Goal (Inform/Perform)
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Moreover, as shown in Figure 5, the mapping of cases against Attitude and Identity
attributes highlighted that most financial services’ identity is built around the financial
solution they offer (e.g., Verse, #17, an app designed for peer-to-peer money exchange)
rather than a core value they want to communicate (e.g., Be Money, #19, now called
Daylight, a bank that invests only in projects that support the LGBT+ community).

Figure 5. Map 4: Identity (Value-Based, Solution-Based) x Attitude (Proactive/Passive)

Consequently, the analyses led the research to the following insights:
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•

Financial Well-being is delivered through a combination of broad and specific
offerings. As research highlighted, solutions designed for a collective usage take into
consideration multiple financial issues, perceived as relevant by each of the targeted
users within the group. This implies that a dimension of time should be considered
when designing services for financial well-being; services need to address multiple
users’ everyday transactional financial needs, at the same time there needs to be
services that target financial issues experienced under specific circumstances in
people’s lives (life moments).

•

Financial Well-being covers different degrees of services. The analysis has
highlighted the differences between services that take on the personality of a peer to
help manage daily financial activities, and services that act as financial experts for
specific events by informing and advising users. This means that different financial
issues encompass diverse degrees of services, in terms of types of services to be
delivered and how it should be communicated to the users. It is important to have
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clarity in the characteristics of the service, whether it is about delivering financial
literacy, advice, transactional efficiency, or personal financial management.
•

Financial wellbeing is about active support and imperceptible automation
modalities. The research illustrates two different modalities of financial services. One
that supports everyday financial activities, in which services’ value is to automate
routine actions, and one related to financial issues experienced sporadically, whose
value is in supporting the user through active engagement. Therefore, in order to
provide financial wellbeing, it is necessary to offer both services of modality: on one
hand reducing people’s effort (passive yet automated), and on the other hand
actively engaging with them to achieve a financial objective (proactive).

•

Financial Wellbeing should mainly focus on financial matters. The insights from Map
4 (Figure 5) show that most financial services identity is built around the financial
outcome they offer, rather than a core value the company wants to communicate.
From this, we can infer those solutions that aim at transferring Financial Well-being
should focus on delivering the expected outcomes of the service and build the value
of the company through its services and proactive engagement with customers
rather than a top-down approach of communicating company values.

4. Financial well-being canvas: Design framework
Both the literature survey and market survey of available fintech products revealed that to
maintain the perception of being ‘financially well’, one needs to be able to meet and plan to
achieve the following seven areas: 1) Sustain current living standards, 2) Meet basic needs,
3) Plan towards desired living standards, 4) Prepare for upcoming life moments or
challenges, 5) Achieve financial freedom, 6) Develop good money habits and behaviours, 7)
Receive the best value for money. Additionally, in order to design a holistic service for
financial well-being, one needs to consider different modalities of service delivery, and
degrees of service types to target the user needs across different life stages.
However, the survey of case studies showed that there is yet a single product solution
providing holistic experience that covers all aspects of financial well-being (such as financial
education, transactional support, financial planning and coaching, etc.) across various lifestages of a user. The following model, the Financial Well-being Canvas (Figure 6), was
created with the concept of financial well-being at the forefront, specifically in
understanding how banks can be present at certain life moments for users to achieve it. The
Canvas touches upon three dimensions: modality, degree of service and timing (life
moments).
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Figure 6. Financial Well-being Canvas is divided into three main dimensions: modality, degree of
service and timing.

4.1 Modality
Modality represents the type of method used to execute the intended service to the user.
This can involve the use of digital technology (AI, chatbot, website, etc) or in-person
engagement (one-on-one coaching, conversations, meetings, etc). Modality is further
articulated by two additional dimensions: Passive Banking and Active Assistance.
•

Passive Banking (Generalized core services): Refers to day-to-day banking
interactions designed to help users manage the basics of their financial activities
(e.g., transactional services, overall account management, tracking of spending and
savings, generation of simple budget plans).

•

Active Assistance (Personalized Interactive Services): Refers to interactions with a
more active & relational role in its engagement with the user by coaching, guiding,
advising, educating and informing them. It includes services that are personalized to
a user’s specific goals, builds a relationship with users throughout their lifespan, and
reinforce habits and behaviors. While these services tend to involve additional layers
of interactive AI, they also have the possibility for tangible extensions as well.

4.2 Degree of service
Degree of Service represents the spectrum of financial service offerings starting from those
that are the most basic and essential to those that are more complex, detailed and specified.
Degree of Service is divided into four levels:
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•

Level 1 - Core services: The first level includes all financial services offered by the
bank that are core to support users in meeting their basic needs and maintain their
current state (e.g., daily banking activities, payments and transfers and smart saving
tools).

•

Level 2- Financial Literacy: The second level is for any services that revolve around
improving a user’s Financial Literacy, such as financial education services that give
them the basic knowledge to go deeper in wealth management. This aspect is
prioritized at the second level because of the big impact it has on financial wellbeing, as highlighted by the prior research.

•

Level 3 - Services to reach ‘Desired Living Standards’: The third level includes all the
services that support people in reaching their next level of desired living standards,
thus the ability and knowledge to afford things outside of their basic needs. All these
services are present across the entire financial life of one person. These services are
divided into three different categories: a) Investing - providing guidance to increase
financial assets, b) Saving - providing assistance in finding external deals in basic
needs category to maximize savings, c) Loans - providing support to borrow money
for large expenses.

•

Level 4 - Life Moment Services: The fourth level encompasses all the services that
are strictly connected to a specific stage of people’s life. At this level, services have
the maximum degree of functionality or purpose.

4.3 Timing: Life stages
One of the most important parts of the Canvas is the inclusion of life stages. Life stages are
part of people's lifespan which are significant due to the financial impact it can incur. Life
stages can be both positive and negative. The inclusion of life stages is important because it
provides information about customers that goes beyond the demographic data, that are
context and event-specific to the user.
The dimension of Timing indicates when users are supposed to experience those financial
services. Life stages don’t represent one singular moment, but rather an entire phase that is
necessary to reach the defined goal of the user. Each stage includes planning, preparation,
acquisition, and maintenance. However, it is important to note that life-stages can be
informed by cultural contexts, and it should accommodate different cultural values and life
experience expectations. Table 1 lists examples of positive life stages (from a western view)
that may have an impact on their financial health.
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Table 1.
Examples of Life Stages and its descriptions (the current Life Milestones
demonstrate more “pleasant” life milestones; however, it can also incorporate
“unpleasant” Life Milestones such as losing a job or loved one.)
Studying &
Graduating

Saving and paying for tuition, student loans, basic budgeting, and living on
campus or away from home for the first time

Career Start

Entering the job market, nurturing personal interests and needs, and beginning
initial savings funds for the future

Marriage &
Coupledom

Co-living with a partner, marriage expenses, and the creation of joint bank
accounts

Having a Child

Planning the pregnancy, medical expenses, preparing the home, and savings and
investment for the child’s future

Buying a Home

Finding the right home, saving and purchasing it, and maintaining it after the
purchase

Starting a Business

Ideating the company, finding investors, and growing and monitoring assets

Empty Nest

Making updates or renovations to a home and enjoying more leisure time, travel
and recreational activities

Retiring

Saving up and accessing pension, leisure, facilitating health issues, and
navigating the potential death of a partner

5. Applications of the canvas
The Financial Well-being Canvas can be applied in the service design process to support two
main activities: 1) evaluating existing service offerings to identify opportunities areas, 2)
designing of new holistic financial well-being solutions.

5.1 Evaluating existing offerings and identifying opportunity areas
The Canvas can be utilized to identify opportunity areas, by categorizing existing service
offerings and visualizing the empty areas (life moments, modality, degree of service) where
financial services are not currently being offered. The outcomes generated from this
evaluation/categorization tool can serve as an input to identify ‘empty’ areas and guide the
design of products and services that can address the missing needs.
The three levels of Canvas can aid the categorization and evaluation of existing service
offerings as such: 1) it would enable categorization of existing services by its modality of
service – passive and transactional banking vs. active and assistive banking, 2) it would
enable the evaluation of existing products or features of products by the levels of
specialization and focus (educational to life-stage specific services), 3) it would identify areas
in the life-stages of customers where there is little or no service, pointing out the need for
inclusion of new service offerings.
To exemplify the usefulness of the Canvas as a tool for evaluation and opportunity identifier,
the 35 cases collected during the first stage of our secondary research were mapped on the
canvas (Figure 7). Through this exercise it is possible to see that not all areas of the Canvas
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are covered by existing offerings. For example, there aren't any existing financial services
that specifically target life stages such as “having a child”, “starting a business”, “empty
nest” or “retiring”. These life stages would incur significant impact on the financial state of
users, and to provide a holistic financial well-being service would be an opportunity area to
explore.
The Canvas can also help financial service providers and banking institutions to understand if
their offerings focus more on services that support daily banking related activities, or
whether their services take a more proactive, empathic, educational, and/or omnipresent
approach towards users by addressing various life stages. The Canvas as a categorization and
mapping tool can help visualize positioning of services, to which life stage the services are
aligned to, and what the core features are (investing, savings, or loans). The Canvas can be
used both as a case analysis tool to identify opportunity areas, and as an internal evaluation
tool to understand the holistic-ness of existing features of banking institutions financial wellbeing services.

Figure 7. Select case examples from the survey phase were mapped onto the Financial
Well-being Canvas to evaluate their ‘holistic well-being-ness’.
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5.2 Ideation Tool (Conceptualization of holistic services)
The Financial Well-being Canvas can also be utilized in the ideation process to aid the design
of a holistic product/service on financial well-being. The Canvas is designed so that those
involved in the design process can follow the different levels in the degree of service (first to
fourth level) to ideate specific features for a target user and their specific needs related to
the life stage (Figure 8).

Figure 8. One can design a holistic service for financial well-being by using the Canvas as
an ideation tool. When used in pair with a persona tool, one can design a multi-degree
service (from personal finance to financial education and life-stage specific features).

An example of how this tool can be used to design financial services for Lucas, a fictional
character of 34 years of age who is looking to purchase a home in the near future, the
following concepts of service features can be generated using the Canvas:
1. First Level (Core service) | Personal Finances: The Personal Financial
Management (PFM) function helps him keep his expenses under control and
identifies areas (through data analytics of his spending habits) where he can
save extra money. In this way he can reduce his expenses and increase his
savings accordingly.
2. Second Level | Financial Education: Lucas enrolled in an online course
created by his bank. The course provides specific knowledge on
terminologies, bureaucratic matters and procedural aspects related to the
real estate market.
3. Third Level (Services that help users reach the next level of their desired
living standards, for Lucas this is to purchase a home)
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a. Investing: Lucas is introduced to an investment coach feature of his
banking service, where it introduces various short and mid-term
strategies to invest his money so that he can reach his goal of having
a down payment.
b. Saving: Lucas uses the Purchase Assistant feature that identifies good
deals of items he’s looking to purchase, by analyzing and forecasting
the market. For example, it can suggest the most convenient time to
buy a new car and sell his old car based on the market conditions.
c. Loans: The bank supports Lucas in the process of accessing home
loans for those under 35 and first-home buyers.
4. Fourth level: Specific to Life Stage, Buying a House
a. Investing: Lucas subscribes to Virtual Realtor, a service provided by
his bank in partnership with a real estate agency. The service
provides best home options to purchase that aligns with his
investment goals (short, mid, long-term). It provides him with
information from the local city planning department and other realestate investment firms.
b. Saving: Virtual Realtor provides an AI selection of choices based on a
customer’s income and spending pattern as well as provides
transparency in fair estimation values and free legal advice.
c. Loans: Lucas uses Mortgage Expert, which provides mortgage advice.
It automatically considers Lucas’ financial situation and spending
patterns and predicts how his spending behavior will affect his
mortgage application. It also provides transparent legal information
and a built-in debt servicing ratio, which estimates his loan potential
and the impact it has on budgeting and lifestyle.

6. Discussion
As illustrated in above the Financial Well-being Canvas can be used as an evaluation tool
during the research and survey phase, as well as a generative tool during the ideation phase.
The final version of the Canvas has not been evaluated with financial institutions, other
designers or with client’s customers. Further work needs to be done in workshop settings
with stakeholders, designers, and non-designers to measure the efficacy of the tool, in
designing user-centered services that support financial well-being throughout various lifestages. Evaluation activities could have added further knowledge in terms of usage of the
canvas and could have highlighted differences in the use for categorizing services and for
idea generation.
The tool can also be used to guide the design of Super Apps for financial well-being. “A
super-apps is a stripped-down version of an app that runs within an all-in-one platform,
allowing users to bypass an app store... It is a single portal to access a suite of services that
one uses in daily life” (Fasnacht, 2021). Because of the diverse experience that super-apps
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aim to provide, we can use the Financial Well-being Canvas as a tool to manage complex
overviews of products and services and guide the development of a super-app ecosystem
focused on financial well-being.
Furthermore, the Financial Well-being Canvas can be used to help companies to identify
areas of services that can be further enhanced by the adoption of AI technologies. As
highlighted in the survey of fintech, the use of AI technologies to provide personalized and
contextualized services to fulfil the needs of customers are expected to increase, which are
currently lacking in traditional banking services.
The Canvas provides an initial framework to design and evaluate financial services for
financial well-being. The key element of this Canvas is the use of ‘Life Stages’, its related
activities and definitions. Design researchers and service designers who are interested in
adopting this tool should conduct user research to identify different life moments and
activities that are specific to that cultural context.
Acknowledgements: We would like to thank Banco Bradesco for supporting this project.

7. References
Bilal, M., & Zulfiqar, M. (2016). Financial Wellbeing is the Goal of Financial Literacy. Research Journal
of Finance and Accounting, 7(11), 94-103.
Brüggen, E. C., Hogreve, J., Holmlund, M., Kabadayi, S., & Löfgren, M. (2017). Financial well-being: A
conceptualization and research agenda. Journal of Business Research, 79, 228-237.
Chasanidou, D., Gasparini, A., & Lee, E. (2014, October). Design thinking methods and tools for
innovation in multidisciplinary teams. In Workshop Innovation in HCI. Helsinki, Finland: NordiCHI
(Vol. 14, No. 2014, pp. 27-30).
Emanek, D. (2021). Mind, Body & Wallet | Intelligent Financial Solutions. Frogdesign.com.
https://www.frogdesign.com/designmind/mind-body-walle.
Fasnacht, D. (2021). Banking 4.0: Digital Ecosystems and Super-Apps. Theories of Change: Change
Leadership Tools, Models and Applications for Investing in Sustainable Development, 235-256.
IDEO. (2014). Helping Young Adults Make Smart Money Decisions. Ideo.Com.
https://www.ideo.com/case-study/helping-young-adults-make-smart-money-decisios.
Liedtka, J. (2014). Innovative ways companies are using design thinking. Strategy & Leadership.
Lusardi, A., & Mitchell, O. S. (2009). Financial literacy: Evidence and implications for financial
education. Trends and issues, 1-10.
Recommendation on Principles and Good Practices for Financial Education and Awareness .
OECD.org. (n.d.). Retrieved November 25, 2021, from https://www.oecd.org/finance/financialeducation/35108560.pdf.
Scarpellini, I., & Lim, Y. (2020, July). Role-Based Design of Conversational Agents: Approach and
Tools. In International Conference on Human-Computer Interaction (pp. 366-375). Springer,
Cham.
Shim, S., Xiao, J. J., Barber, B. L., & Lyons, A. C. (2009). Pathways to life success: A conceptual model
of financial well-being for young adults. Journal of Applied Developmental Psychology, 30(6), 708723.

16

Financial well-being canvas

Sneller, J. W. (2019, July 16). Five Reasons Why Financial Services Needs Design. IDEO.org.
https://www.ideo.org/perspective/5-reasons-why-financial-services-needs-design.
Stickdorn, M., Hormess, M. E., Lawrence, A., & Schneider, J. (2018). This is service design doing:
applying service design thinking in the real world. O'Reilly Media, Inc.
Taft, M. K., Hosein, Z. Z., Mehrizi, S. M. T., & Roshan, A. (2013). The relation between financial
literacy, financial wellbeing and financial concerns. International journal of business and
management, 8(11), 63.
Van Praag, B. M., Frijters, P., & Ferrer-i-Carbonell, A. (2003). The anatomy of subjective well-being.
Journal of Economic Behavior & Organization, 51(1), 29-49.
Vetterli, C., Brenner, W., & Uebernickel, F. (2013). A design thinking role model enables creativity in
IT: case of the financial industry.
Vetterli, C., Uebernickel, F., Brenner, W., Petrie, C., & Stermann, D. (2016). How Deutsche Bank's IT
Division Used Design Thinking to Achieve Customer Proximity. MIS Quarterly Executive, 15(1).

About the Authors:
Yihyun Lim is a design researcher interested in developing tools and
methods to support co-creation of value-driven services and
experience enabled by emerging technologies. She is former director
of MIT Design Lab, and is currently a Research Affiliate at MIT Civic
Design Initiative and Assistant Professor of Practice at University of
Southern California.
Emanuele Gandini is a service designer and user experience
researcher. After graduating at the Delft University of Technology, he
has started his career in Milan, where he collaborates with various
companies as a human-centred designer.

17

